ABSTRACT
Introduction
The invention of Internet, or also known as Net, has been acting as a world wide collection of networks that links millions of businesses, private and government agencies, educational institutions and individuals; through which performance can be rapidly and effectively carried out. This service provides accessibilities to various types of resources such as goods, services, facts and information to its consumers by 24 hours a day. The rapid development in information, communication and technology (ICT) has contributed to an increased demand in internet services and the use of websites as an effective channel for online communication. Shelly, Cashman and Vermaat (2005) in their study assert that there are nine categories of Web sites available on the Net. Internet marketing gains recognition by the presentation of quality and beneficial information on its portal (Yang et al., 2004) . As for this reason, having advantageous websites or portals are undoubtedly significant both to the organizations or individuals. Despite the fact that many researchers and practitioners have emphasized on the measurement and management of a quality website (e.g. Webb and Webb, 2004; Aladwani and Palvia, 2002; Yoo and Donthu, 2001) , only limited attention has been given to this perspective. Thus, it is believed that the users' perspective on the market-oriented approach is important and necessary to achieve a success (e.g. Voon, 2006; Sorensen, 2009) . A ground of understanding is that a quality website service delivery has higher opportunity to enhance the users' satisfaction and loyalty. The ultimate purpose of this paper is to identify the dimensions of user-perceived website on the quality service.
Literature Review
At present, the age of electronic or online commerce serves as a platform to the organizations to provide the public with their corporate profile, products and services as well as eventually to generate online sales. Websites is therefore served both informational as well as marketing purposes (Palmer and Griffith, 1998) . Accordingly, the website design and features used are vital in influencing the users' attitudes and perceptions towards the organizational websites as beneficial and advantageous as well as in turn affects their behavioral intentions to repurchase (Hausman and Siekpe, 2009) . A study conducted on the website design has also affirmed that the layout of an organizational website play a significant role in affecting the satisfaction to online shoppers (Szymanski and Hise, 2000) . As for this reason, the needs and interest of users must be taken into consideration while designing for a corporate website (Madu and Madu, 2002) . Cox and Dale (2001) compare the quality service on the web with the traditional channel as such face-to-face interactions with customers and acknowledge that there are applicable for the online service, namely: accessibility, communication, reliability, security, appearance, functionality and integrity. Aladwani and Palvia (2002) assert that a quality web is a multi-dimensional concept that has yet to be properly defined. They present a definition of web quality from the users' perceptions based on how well the website meets the users' needs. There are four dimensions of quality web are identified. The first dimension refers to the technical adequacy specifically the features and performance of the website such as search facilities, customization, speed of loading, security and interactivity. The second dimension concerns about the appearance and visual appeal of the website, such as the appropriate use of fonts, colors, graphics and length of the page. The third dimension focuses on the quality content; including the completeness and accuracy of information whereas the last dimension centers at a specific content related to products, customer support and privacy. Huizingh (2000) differentiates between the content and design of a website; content and the features on the website enable to communicate information, online transactions and enhance the online exposure through infotainment animation such as video clips and games. On the other hand, the design of a website includes its navigation structure and search function. He also asserts that websites are varied from industries particularly in terms of content and design; websites with more pages are seen as more complex for and it differs from one industrial expectation to another.
Santos (2003) presents another framework for e-service quality based on an incubate and active dimensions. The incubate dimension is mainly concerned with the development of a website; including prior to its launching. Elements of content, appearance, user friendly linkage, structure and layout are significantly important as a way to attract users to visit and stay longer. In contrast, the active dimension lies on an ongoing activity of the website and encourage customers to continue dealing with the company through its efficiency, reliability, security and support In order to measure the level of customers' satisfaction, Muylle et al. (2004) focus on the three identified dimensions, namely, information, connection and layout. The elements of information consist of information relevancy, accuracy, comprehensibility and comprehensiveness, while the connection concerns with the organization of its content structure, user friendly, entry guidance, hyperlink connotation as well as the rapidity. Finally, the layout of the website includes all the visual elements such as text, graphic, animation and three-dimensional typography. Although various frameworks of quality website have been proposed, none have specifically focus on how excellent a website could be in providing services to its online customers (visitors or users). However, it is also worth to acknowledge that since a website serves a variety of customers who may use it for informational as well as transactional purposes, thus, it is essential to identify the elements of service and develop a tool to measure its effectiveness.
Methodology
This paper aims at exploring the empirical findings on user-perceived quality website service from the viewpoint of Malaysian users. The questionnaire surveys (laboratory-based and mail survey) were disseminated to the respondents mainly to identify the dimensions of quality website service. Relevant literature review (e.g. Aladwani and Palvia, 2002) and quality service (e.g. Parasuraman et al., 1988; Parasuraman et al., 2005) research as well as the findings based on four focus groups were used to generate responses and ultimately to measure the intended quality website service. Forty-three statements were used to quantify the user-perceived quality website service (the phrase of development). The questionnaire was carefully designed and the items were measured by using the 7-points Likert scale (1 = Strongly Disagree and 7 = Strongly Agree). However, only single-item was assessed for the overall measurement of quality website. There were four items were used to identify the user satisfaction namely 'I am satisfied with the website', 'The website fulfill my expectations', 'I am not disappointed with the website' and 'My experience with the website is good'. Furthermore, the user loyalty was measured by using two items; the intention of users and recommend the website to others.
A method of pilot-test questionnaires was administered for the respondents within the computer laboratory settings as this approach is believed to generate more accurate, comprehensive and reliable data with a constant result. Each of the 200 respondents (external users) was invited to assess 30 corporate websites at random (from different industrial sectors) based on the procedures provided by the researchers. The respondents were initially briefed on the various web-related technical terms and demonstrated on how to make a website visit which took approximately 20 minutes by the Information System experts prior to the answering session. The process of data collection has yielded 5939 usable responses. In addition, a mail survey was conducted with one hundred and one employees from selected public-listed companies in Malaysia; by having assessed to their own company's website with regards to the refined questionnaire (35 items only).
Findings and Discussions
The demographic data of two hundred respondents for the laboratorybased survey are as follows: within the age of 21 to 30 years old, 61 % of them are female and the average times of visiting websites per week is 11. The finding also indicates that 43.2 % of them are diploma holders whereas the 33.2 % of them are with degree. There are 599 company websites (Na = 5939) been assessed according to its respective sectors as such Industrial (26.8 %), Trading/Services (26.6 %), Consumer Products (13.5 %), Properties (13.1 %) and others (20.0 %).
On the other hand, there were one hundred and one employees participated in the mail survey (Nb = 101). Interestingly, most of them were female (56 %), approximately of 44% of them were with ranged of 21-30 years old and bachelor degree holders. The websites were assessed from various industries namely: Industrial (20.4 %), Trading/Services (4.9 %), Consumer Products (25.2 %), Properties (22.3 %) and others (27.2 %).
An exploratory factor analysis (EFA) was effectively used to screen the results (using principal component analysis with varimax rotation, on the development sample Na = 5939) and to measure the quality website service based on the seven identified dimensions (Table 1 , indicating a series of 35 items). The factors (each factor has Eigenvalue more than 1) explained about 65 % of the total variance. The Kaiser-Meyer-Olkin Measure stood at 0.975 indicating good sampling adequacy.
A Confirmatory factor analysis was carried out by using the AMOS software. The model of 7-dimension is based on the exploratory factor analysis which has been tested earlier, however, was not demonstrated as the goodness-of-fit index values were below the desired values. This situation is seen as not compatible with the measurement in most of the The findings signify that items used in determining quality website service are satisfactory and consistent. Seeing that the result for the Cronbach's Alpha (α) which has reached at the mandatory level of 0.70 (Nunnally and Bernstein, 1994) . The corrected item-total correlations (ITC) for items within the dimensions also portray good internal consistency which is higher than 0.50. The result for an internal consistency which has split the sampling into three categories (N1 = A consistency of the respondents (Nb = 101) also specify satisfactory results. On the other hand, the results of correlation analysis indicate that the 6-dimensions are satisfactorily correlated. Besides, the dimensions are moderately or strongly correlated with the user-perceived Overall Quality evidenced as a valid convergent to the measurement. Thus, based on the study, it is found that the correlations between the satisfaction of users and loyalty of users are significantly interrelated.
Conclusions and Implications
This Malaysian-based survey research indicates that the user-perceived quality website service has been constructed based on a multi-dimensional approach explicitly the Assurance, Tangibles, Quality of Technicality, Quality of Content, Organization of Information and Address of the website. The above-mentioned elements are closely related to the overall user-perceived quality websites. Accordingly, it is believed that the userperceived quality website service exerts a positive influence on the users' satisfaction and loyalty (i.e., behavioural intentions).
The research findings suggest that in order to enhance an online service, the measurement and management of quality website should be focused on the user's point of view, interests and expectations. For that reason, the perceptions and feedbacks from the users or visitors are significantly essential for the development as well as further improvement of the corporate websites. Besides, the evaluation of a quality website service should also focus on the various orientations of service. The service-driven websites are believed to be crucial in attracting the users' interests to visit, recommend the website to others and ultimately to build a favorable corporate reputation.
Despite the fact that this newly developed measurement serve as a crucial diagnostic tool to signify the objective of performance and to monitor the purpose of a quality website service, this type of measurement still requires more improvement and more validation research. It is also recommended that the future research could expand scope of study into different types of websites in order to validate the measurement and confirmatory factor analysis. As for the purpose of this research, various models have been applied as a way to produce an undisputable judgment as well as conclusion. Besides, a longitudinal research should be undertaken for further investigation on the causal effects of the userperceived quality website service in determining their satisfaction and loyalty. A full structural equation model should also be applied in examining the causal relationships and numerous test-retest checks by using the cross-cultural data.
